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Executive Summary

Background and objectives

The Convenience Stores Change4Life programme is a partnership initiative between the
Association of Convenience Stores and the Department of Health which aims to increase the
availability of healthy options in convenience stores, initially focusing on fresh fruit and
vegetables.

The programme has several objectives, with those of greatest pertinence to this research being:

To increase sales of fruit and vegetables by focusing on improving range, merchandising,
quality and communication in stores

To drive awareness of fruit and vegetables to the consumer through good signposting within
retail stores facilitating the Change4Life brand.

The North East region was been selected as the location for Phase 1 of the Convenience Stores
Change4Life programme and an initial pilot across 12 development stores has been implemented.

Jigsaw Research was commissioned as an independent organization to evaluate the impact of
these in-store changes and to design and carry out a research programme designed to address
the following specific objectives:

n To assess changes in consumer awareness of the importance of buying fruit and vegetables
n To measure awareness of the healthy eating initiatives in the pilot stores
n To identify changes in consumer perceptions of the pilot stores

n To describe changes in shopping habits in relation to use of the pilot stores for the purchase
of fruit and vegetables

n To assess changes in desire to buy fruit and vegetables amongst consumers shopping at the
pilot stores

n To assess awareness and impact of the various in-store elements

n To evaluate which components/combination of components are most effective in reaching
consumers

n To evaluate the impact of the wider Change 4Life campaign on purchasing of fruit and
vegetables from the test stores.

Methodology and sample

Methodology

The adopted approach was that of a classic pre and post test. Interviews were conducted in
stores just weeks before the changes (Pre-test) and then immediately after the changes (Post-
test Wave 1). This provided the Department with a picture of the pilot’s immediate impact, but
could not predict any longer term, sustained impression on shoppers’ awareness or behaviour.
With this in mind, two subsequent waves were conducted approximately 4 months and then 7
months after the in-store changes.

Prepared for: Department of Health 1



J

Convenience Stores Change 4Life Research

Interviewing took place in the following periods:

Pre-test: 22" October - 2" November 2008

Post-test: Wave 1: 5"- 13" December 2008
Wave 2: 24™ - 29™ March 2009
Wave 3: 23" - 28" June 2009

In order to ensure all segments of the stores’ shopper base were included, interviewing was
undertaken to cover all times of the shopping day, and both weekdays and weekends. Shift
times were mimicked in post-test waves to give further comparability to results.

Four of the twelve pilot stores were included in the survey, each visited at each stage of the
programme and were as follows:

n Costcutter, West Cornforth

n Londis, Silksworth

n Spar, Blakelow

n Londis, Wardley
Prior permission to interview in the stores was obtained by the Department of Health.

Sample Profile

Shoppers were approached as they left the store, with all shoppers aged 16 or over eligible for
interview, regardless of whether they had bought fruit or vegetables on that occasion.
Interviews lasted approximately 8 minutes.

The table below shows the number of interviews achieved in each phase of the study:

Pre-test Post- test: Wave 1 Post- test: Wave 2 Post- test: Wave 3
n =288 n = 285 n =288 n =282

The demographic profile of the shoppers remained broadly consistent over the 4 waves of the

research:

n The majority of shoppers were age 35 years or over; around one fifth were 65+ and a similar
proportion were young than 35 years old

n Over half of the shoppers came from SEG DE and a further one third from SEG C1C2; fewer
than 1 in 10 were from SEG AB

n Mirroring this, over half were unemployed or retired, with around one third working full-time.

A clear majority of shoppers did one main shop per week, which they then topped-up on with
visits like the one they were undertaking. However, one in five respondents made a number of
small shops as the need arose. Indeed, 90% of shoppers visit the store a few times a week or
more (over half visiting every day).

The survey found that 83% of the people visiting the store were the person in the household who
tended to do most of the shopping, and that on average they spent £66 per week on food. The
average spend in the store (pre-changes) was £7, with a third spending under £3.

Prepared for: Department of Health 2
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The nature of top up shopping means that only 8% of shoppers purchased something
spontaneously, the vast majority of purchases were pre-planned.

Before the in-store changes were implemented, 53% of customers said they would buy fresh
vegetables and 44% said they would buy fresh fruit in that environment. On the other hand, 19%
and 20% (respectively) reported that they would never buy these items there.

Main findings

Awareness of the in-store promotion

Once the promotion was in place, just under half of those interviewed reported having noticed a
new promotion (unspecified), and this percentage remained fairly constant across the post
waves. When asked if they had noticed a Change4Life promotion in post wave 2, almost two
thirds (63%) had done so, however this percentage fell to 56% in the following wave.

The Change4Life promotion seemed to maintain a strong presence in Costcutter and Londis
Wardley, but awareness in Londis Silksworth dropped off significantly between waves 2 and 3.

Impact on attitudes to fruit and vegetables and towards the store

The Change4Life programme has been successful in significantly improving perceptions of both
the fruit and vegetable offer, and the store as a whole. Furthermore, the improvements seen
immediately following the changes have been sustained to a good degree.

Looking at these results by store, changes to the fruit and vegetable offer had significant and
greatest impact on customer views of the store in both the Londis sites, although both showed a
slight drop off in the final wave. The improvements seen in Spar immediately following the
changes have not been sustained, although scores are still significantly higher than before the
changes. Costcutter is now rated similarly to before the changes, this partly due to the fact that
it was already viewed very positively.

With regard to perceptions of quality and selection of fruit and vegetables, these have improved
as a result of Change4Life. 68% of customers now feel the quality is at least comparable to their
main store and this is a significant improvement post-test. Perceptions of selection did improve
immediately following the changes, but these have since declined.

Impact on behaviour

The Change4Life programme appears to have significantly increased shoppers’ likelihood to ever
purchase fresh fruit and vegetables, although actual levels of purchasing ‘on this occasion’ have
fallen away significantly since immediately after the in-store changes.

The proportion of shoppers citing ‘this store’ as their main store for buying fruit and vegetables
is similar to levels seen before the changes and the proportion of occasions on which customers
bought fresh fruit and vegetables from this store has fallen back to similar levels seen before the
in-store changes. This would indicate that although increased consideration of the stores for
fruit and vegetables has been maintained over the post waves, sustained behavioural change has
not yet been achieved.

Significantly more shoppers (57% up to 73%) claim to be eating fruit or vegetables most or every
day by post wave 3. The same is true of the numbers (23% up to 34%) claiming to eat 5 a day.
Whether this indicates a change in attitude amongst the existing shoppers or a change in the
profile of shoppers using the stores is open for debate.

Prepared for: Department of Health 3
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The wider Change4Life campaign

In post waves 2 and 3, additional questions were asked around awareness of the Change4Life
campaign outside these stores. 50% of customers were aware in post wave 2, but this fell to 38%
by post wave 3.

However, around two fifths of those who were aware of the wider campaign claimed to be trying
to eat more fruit and vegetables as a result. This was a significant increase between waves. In
addition, although the majority would buy the same amount of fruit and vegetables from this
store (77%) around 16% thought they would buy a little more.

Those customers aware of both the in-store and wider campaign are significantly more likely to
think that eating fruit and vegetables is very important. However, there would appear to be
little difference between those customers who have seen either or the in-store or wider
campaign and those who’ve seen neither. This would indicate that the campaign is doing a good
job of reinforcing the importance of a healthy diet amongst those who are already predisposed
to this thinking.

This trend follows though into frequency of consumption and purchase, with those aware of both
promotion and wider campaign claiming the highest levels.

Conclusions

Impact of the in-store C4L programme

The in-store programme has produced sustained levels of increased consideration of the pilot
sites for fruit and vegetable purchasing. Since the changes there has been an increase in scores
for the store:

n being a good place to shop for fruit and vegetables

n displaying fruit and vegetables in an appealing way
n offering a good selection of fruit and vegetables

n displaying fruit vegetables in a hard to miss location.

This is particularly the case amongst shoppers for whom these stores are their main source of
fruit and vegetables.

More shoppers now say they ‘ever’ buy fruit and vegetables from the pilot stores and many of
the barriers to buying fruit and vegetables from pilot stores have reduced.

There is some variation in impact by store. The programme has produced sustained levels of
increased consideration across three of the pilot sites for fruit and vegetable purchasing; Londis
Silksworth, Londis Wardley and Spar.

These stores demonstrate sustained increased scores on:

n being a good place to shop for fruit and vegetables

n displaying fruit and vegetables in an appealing way

n offering good selection for fruit and vegetables

n displaying fruit and vegetables in a hard to miss location

However, only in Londis Silksworth has sustained behavioural change been achieved where a
higher proportion of customers ever buy fruit and vegetables than did before the changes.

Prepared for: Department of Health 4
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Overall, the increased levels of purchasing seen immediately after the changes in the other
stores seem to have fallen away to pre-test levels. Thus, although the store managers remain
committed to the improved fruit and vegetable offer, and indeed do feel the produce is selling,
claimed customer behaviour does not necessarily reflect this.

Costcutter in West Cornforth has been less impacted by the changes because customers already
regarded this store highly in respect to fruit and vegetables. So, although customers did notice
improvements immediately after the changes were introduced, overall they do not regard the
store more highly now than they did before the promotion.

Impact of the C4L campaign
The campaign has achieved considerable awareness amongst these convenience store users, with
66% aware of in-store and/or wider campaign (although this has fallen from 70% in post wave 2).

Awareness of the campaign in-store fell slightly in the last wave; now competing for attention
with price related promotions. Awareness of the campaign is higher amongst those for whom
this is their main store for fruit and vegetables, as is their ability to name the campaign
correctly.

Those aware of both the in-store and the wider campaign are slightly more likely to be eating ‘5-
a-day’, and buying fruit and vegetables slightly more frequently, both in general and from the
pilot stores. They are also more likely to have bought fruit/vegetables on that occasion.

Around two fifths of those aware of the wider campaign are trying to eat more fruit and
vegetables as a result. This rises to just over half of respondents for whom this is their main
store for fruit and vegetables, with this group more likely to claim higher future increases in
fruit and vegetable purchase at this store.

Talking to the shoppers in-depth

There is greater evidence of an impact on behaviour at a micro level. On deeper probing it
becomes apparent that there are shoppers who are making more ‘top up’ purchases of fruit and
vegetables as a result of the changes. This tended to be amongst people who find it difficult to
get to a supermarket, for example those who might get taken once a month. Upon consideration
they acknowledge that they now eat more fruit and vegetables as a result of the in-store
changes.

For a small number of people the changes appear to have had a more significant impact on
behaviour with the improved fruit and vegetable offer within the store facilitating a marked
increase in their fruit and vegetable consumption. These cases demonstrate that the promotion
can, when combined with a desire to change, result in a real rise in fruit and vegetable
consumption.

Prepared for: Department of Health 5
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Background and Objectives

The Convenience Stores Change4Life programme is a partnership initiative between the
Association of Convenience Stores and the Department of Health which aims to increase the
availability of healthy options in convenience stores, initially focusing on fresh fruit and
vegetables.

The programme has several objectives, with those of greatest pertinence to this research being:

To increase sales of fruit and vegetables by focusing on improving range, merchandising,
quality and communication in stores

To drive awareness of fruit and vegetables to the consumer through good signposting within
retail stores facilitating the Change4Life brand.

The programme prioritises convenience stores in more deprived locations, where access to fruit
and vegetables is more limited and key health indices are lower; thus the programme has the
specific aim to reduce existing health inequalities.

More broadly, the Convenience Stores Change4Life programme sits within the Government’s
Healthy Weight: Healthy Lives strategy, which aims to reduce obesity levels in children to 2000
levels by 2020.

The North East region was been selected as the location for Phase 1 of the Convenience Stores
Change4Life programme and an initial pilot across 12 development stores has been implemented.

Jigsaw Research was commissioned as an independent organization to evaluate the impact of
these in-store changes and to design and carry out a research programme designed to address
the following specific objectives:

n To assess changes in consumer awareness of the importance of buying fruit and vegetables
n To measure awareness of the healthy eating initiatives in the pilot stores
n To identify changes in consumer perceptions of the pilot stores

n To describe changes in shopping habits in relation to use of the pilot stores for the purchase
of fruit and vegetables

n To assess changes in desire to buy fruit and vegetables amongst consumers shopping at the
pilot stores

n To assess awareness and impact of the various in-store elements

n To evaluate which components/combination of components are most effective in reaching
consumers

n To evaluate the impact of the wider Change 4Life campaign on purchasing of fruit and
vegetables from the test stores.

Prepared for: Department of Health 6
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Methodology and Sample Profile

Quantitative Research; Methodology

The adopted approach was that of a classic pre and post test. Interviews were conducted in
stores just weeks before the changes (Pre-test) and then immediately after the changes (Post-
test Wave 1). This provided the Department with a picture of the pilot’s immediate impact, but
could not predict any longer term, sustained impression on shoppers’ awareness or behaviour.
With this in mind, two subsequent waves were conducted approximately 4 months and then 7
months after the in-store changes.

Interviewing took place in the following periods:

Pre-test: 22" October - 2" November 2008

Post-test: Wave 1: 5"- 13" December 2008
Wave 2: 24" - 29" March 2009
Wave 3: 23" - 28" June 2009

In order to ensure all segments of the stores’ shopper base were included, interviewing was
undertaken to cover all times of the shopping day, and both weekdays and weekends. Shift
times were mimicked in post-test waves to give further comparability to results.

Four of the twelve pilot stores were included in the survey, each visited at each stage of the
programme and were as follows:

n Costcutter, West Cornforth
n Londis, Silksworth

n Spar, Blakelow

n Londis, Wardley

Prior permission to interview in the stores was obtained by the Department of Health.

Sample Profile

Shoppers were approached as they left the store, with all shoppers aged 16 or over eligible for
interview, regardless of whether they had bought fruit or vegetables on that occasion.
Interviews lasted approximately 8 minutes.

The table below shows the number of interviews achieved in each phase of the study:

Pre-test Post- test: Wave 1 Post- test: Wave 2 Post- test: Wave 3
n =288 n = 285 n =288 n =282

Shoppers were selected at random as they left the stores; the demographic profile of the
shopper base remained broadly consistent across all 4 waves of the research.

Prepared for: Department of Health
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Figure 1 - Demographics

Social class
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A clear majority of shoppers did one main shop per week, which they then topped-up on with
visits like the one they were undertaking. However, one in five respondents made a number of
small shops as the need arose. Indeed, 90% of shoppers visit the store a few times a week or
more (over half visiting every day).

Figure 2 - Food shopping behaviour

lQ18 / Q17 / Q16

Weekly Household Shopping Patterns
Spend on Food

One main shop
a week which
pretty much
covers us

Up to £50

£50-£69.99
One main shop
but also top up
as needed
£70-£99.99

Lots of small
shops as and
when need
things

£100+

M Ppre M Post. M Post w2 Post w3

Base: All who personally tend to do the food shopping - Pre N=265/281, Post N=276/283, Post w2 N=257/277 , Post w3 N=246/256

The survey found that 83% of the people visiting the store were the person in the household who
tended to do most of the shopping, and that on average they spent £66 per week on food. The
average spend in the store (pre-changes) was £7, with a third spending under £3.

The nature of top up shopping means that only 8% of shoppers purchased something
spontaneously, the vast majority of purchases were pre-planned.

Prepared for: Department of Health 9
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Figure 3 - Frequency of visit and spend

Q4. How often do you visit this store? Q7. How much did you spend in store today?

Frequency of visiting store Spend on this visit

Every day £1.99 or less

Most days £2.00-£4.99

A few times

each wk £5.00-£9.99

About once a

£10.00-£14.99
wk

Less often £15+

M Pre M Post M Post w2 Post w3

Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282

Qualitative Research; In-store Immersions

A programme of qualitative research was conducted, to complement the quantitative survey.

Immediately following the changes a series of accompanied shops, intercepted interviews and
observations was undertaken across 3 of the stores (Costcutter in West Cornforth was closed as a
result of bereavement).

In post waves 2 and 3 intercepted interviews and observations were undertaken across all 4
stores.

Prepared for: Department of Health 10
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Main Findings

Pre-test purchasing behaviour

Before the in-store changes were implemented, 53% of customers said they would buy fresh

vegetables and 44% said they would buy fresh fruit in that environment. On the other hand, 19%

and 20% (respectively) reported that they would never buy these items there.

Figure 4 - Products bought from this store - prior to the in-store changes

Q9a. What types of products do you ever buy from this store? Q9b. And what types of products would you not think of buying from this store?

Other food items
Crisps/snacks
Sweets/confectionary
Newspapers/magazines
Household goods
Fresh vegetables
Toiletries

Canned vegetables
Fresh fruit

Cigarettes

Frozen vegetables
Canned fruit

Frozen fruit

Other

Base: All - Pre N=288

Ever

Never

Fresh fruit

Fresh vegetables
Frozen fruit

Frozen vegetables
Canned fruit

Canned vegetables
Toiletries

Household goods
Cigarettes
Sweets/confectionary
Newspapers/magazines
Crisps/snacks

Other food items

There are, however, differences in behaviour by store with all Costcutter customers purchasing
fresh fruit and vegetables along with other food items, even before the changes. Londis in
Silksworth was significantly less likely to be used for fresh fruit and vegetables than the
remaining stores.

Prepared for: Department of Health
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Figure 5 - Products bought from this shop - Pre-test by store

Q9a. What types of products do you ever buy from this store? Q9b. And what types of products would you not think of buying from this store?

items

Any fresh fruit
and vegetables
(net)

Any type of fruit
and vegetables
(net)

Base: All - Pre N=288

Ever

M Costcutter

Post in-store changes

Awareness of changes

Immediately after the changes took place (Post-test: Wave 1 only), around three quarters of

Other fOOd ?

M Londis - Silksworth

Other food
items

Any fresh fruit
and vegetables
(net)

Any type of fruit
and vegetables
(net)

Londis - Wardley Spar

Never

* Significantly different to **

those interviewed had noticed the in-store changes and over half (58%) spontaneously mentioned
changes to the fruit and vegetables.

Prepared for:

Department of Health

12



Convenience Stores Change 4Life Research

Figure 6 - Changes noticed

Q9c. Have you noticed any changes to this store or the food being offered in this store? Q9d. What in particular have you noticed that has changed?

Refurbished/decorated

Looks nicer/brighter/cleaner

Things (unspecified) have been moved around
Fruit/veg moved to front of store/in more obvious place
More fruit and vegetables/better choice/selection
Fruit and vegetables seem nicer/fresher

Fruit and vegetables look more appealing
Changed4Life signage

Promoting/advertising the fruit and vegetables
Promoting the eating of more fruit and vegetables
More space given to fruit and vegetables

Some of the fruit/veg is in chilled cabinet/fridge

Wider aisles/more room in aisles

Base: All who noticed changes - Post N=222

QUESTION DELETED AFTER POST QAIRE

Respondents were then asked a series of questions focusing on any promotions they might have
noticed (Post-Test - Waves 1, 2 &3). Just under half of those interviewed reported having
noticed a new promotion (unspecified), and this percentage remained fairly constant across the
post waves. When asked if they had noticed a Change4Life promotion in post wave 2, over two
thirds (63%) had done so, however this percentage fell to 56% in the following wave.

Prepared for: Department of Health
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Figure 7 - Promotions

Q9f. Have you noticed any new promotions going on in-store? Q19a. Have you noticed the Change4Life promotion in store?

Whether noticed store was running a new promotion

Any promotion Change4Life (prompted)

Post Post w2 Post w3 Post w2 Post w3

Base: All - Post N=285, Post w2 N=288, Post w3 N=282

Again differences can be noted between stores as the Change4Life promotion seems to be
maintaining a strong presence in Costcutter and Londis Wardley, but awareness in Londis
Silksworth dropped off significantly between waves 2 and 3.

Prepared for: Department of Health
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Figure 8 - Promotions by store

Q9f. Have you noticed any new promotions going on in-store? Q19a. Have you noticed the Change4Life promotion in store?

Whether noticed store was running a new promotion

Any promotion: 72 *x
Post 31
AA
2. H Costcutter
5
Post w2 ® Londis - Silksworth
Londis - Wardley
= Spar

Post w3

Change4Life (prompted):
Post w2 s
Post w3

Base: All - Post N=285, Post w2 N=288, Post w3 N=282 " Significantly different to *" * Significantly different to **

By post wave 3 (6 months into the campaign), price promotions were beginning to draw attention
away from Change4lLife, and the percentage of people mentioning Change4Life spontaneously
dropped significantly from 62% in post wave 1 to 17% in post wave 3. However, the purpose of
the campaign remains clear to shoppers.
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Figure 9 - Details noticed about the promotion

Q9g. What is the store trying to do with this promotion? Q9h. What is the name of this promotion? Q19b. What is the store trying to do with this promotion?

Details noticed about promotion (among those noticing the promotion)

Any promotion Change4Life (prompted)

34

Trying to get you to eat more fresh fruit/veg
Promoting fresh fruit/veg 60
Healthier eating/lifestyle

Improving the fresh fruit/veg

Eat 5 a day

Offers /reductions /money off

62 #x

M Post M Post w2 Post w3

Named Change4Life

P ! .
Base: All who noticed new promotions - Post N=128, Post w2 N=118/182, Post w3 N=131/159 Significantly different to

Impact on attitudes towards, and use of, store

The Change4Life programme has been successful in significantly improving perceptions of both
the fruit and vegetable offer, and the store as a whole. Furthermore, the improvements seen

immediately following the changes have been sustained to a good degree.

Prepared for: Department of Health
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Figure 10 - Overall opinions of the store

|Q12. Using the scale on this card, from excellent to poor, how would you rate this store on each of the following ...? ‘

% Ex/V good: 39% 75% 72% 42% 74% 70% 39% 61% 65% 43% 63% 57% 41% 60% 57% ‘

" II 35 I
20 iy 26
13

14

* *
* *

Very good

Excellent

Pre  Post Postw2 Postw3 Pre  Post Postw2 Postw3 Pre  Post Postw2 Postw3 Pre  Post Postw2 Postw3 Post  Postw2 Postw3

Displaying fresh Displaying fresh Offering good As a place to A good place
fruit/veg in fruit/veg in hard selection of fresh shop for food to buy fresh
appealing way to miss location fruit/veg fruit/veg

“Significantly different to “*  * Significantly different to **

Base: All - Pre N=288, Post N=285, Post w2 N=288 , Post w3 N=282

Looking at these results by store, changes to the fruit and vegetable offer had significant and
greatest impact on customer views of the store in both the Londis sites, although both showed a
slight drop off in the final wave. The improvements seen in Spar immediately following the
changes have not been sustained, although scores are still significantly higher than before the
changes. Costcutter is now rated similarly to before the changes.
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Figure 11 - Overall opinions of store - by store

Q12. Using the scale of this card, from excellent to poor, how would you rate this store on each of the following ...2

% Excellent/very good

Displaying fresh fruit and vegetables in an appealing way Displaying fruit and vegetables in a hard to miss location

Costcutter Londis Silksworth Londis Wardley Spar Costcutter Londis Silksworth Londis Wardley Spar

Offering a good selection of fresh fruit and vegetables Being a good place to buy fruit and vegetables

Costcutter Londis Silksworth Londis Wardley Spar Costcutter Londis Silksworth Londis Wardley Spar

*%

Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282 MPre MPost M Postw2 Post w3 * Significantly different to

Turning now to perceptions of quality and selection of fruit and vegetables, these have both
improved as a result of Change4Life. 68% of customers now feel the quality is at least
comparable to their main store and this is a significant improvement post-test. Perceptions of
selection did improve immediately following the changes, but these have since declined.

Prepared for: Department of Health

18




Convenience Stores Change 4Life Research

Figure 12 - Comparisons with main store for fruit/vegetable purchases

|Q1 3c. How would you rate the fresh fruit/vegetables available in this convenience store with those available from the place where you buy most of your fruit/veg? ‘

posamer: 52%  63%  64% 32%  34%  27% ‘
45
62
61

About the same 49 17

29 25 15
A little better -

6
Much better
Pre Post Post w2 Post w3 Pre Post Post w2 Post w3
Quality Selection

* Significantly different to **
Base: All who have another main store for fruit/veg and answer - Pre N=192/194, Post N=190/193, Post w2 N=197/202, Post w3 N=170/179

Customers were asked what put them off buying more fruit and vegetables from the store.
Results show that the key remaining barriers are habitual purchasing at supermarkets as part of

the main shop, and price. Poor quality is mentioned significantly more frequently now than was
the case immediately after the changes, but still significantly less than before. Numbers citing a

poor selection have also decreased significantly.
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Figure 13 - Barriers to buying fruit and vegetables from this store

Q11b. What puts you off buying more fresh fruit and vegetables from this store?

Selection is poor

Buy main shopping at
supermarket

Expensive/more expensive

Poor quality/old/out of date
H Pre

B Post

Don't eat many fruits/veg B Post w2

Post w3

| forget/don't think about it

Not very obvious/don't think of
them for this

None/nothing

Base: Those who do not think of buying fresh fruit/veg from store and/or bought fresh fruit/veg from this store on last 3 or fewer occasions
- Pre N=158, Post N=136, Post w2 N=154, Post w3 N=147

The Change4Life programme appears to have significantly increased shoppers’ likelihood to ever
purchase fresh fruit and vegetables, although actual levels of purchasing ‘on this occasion’ have
fallen away significantly since immediately after the in-store changes.
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Figure 14 - Products bought from this store

Q9a. What types of products do you ever buy from this store? Q6. What, if anything, have you bought in-store today?

Ever On this occasion

Any fresh fruit/veg
(net)

Any type of
fruit/veg (net)

PR, . *
Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282 MPre MPost M Postw2 Post w3 Significantly different to

A closer look reveals that Londis in Silksworth leads the pack in terms of a sustained significant
improvement in purchasing of fruit and vegetables.
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Figure 15 - Products bought from this store - by store

Q9a. What types of products do you ever buy from this store? Q9b. And what types of products would you not think of buying from this store?

Any fresh fruit or vegetables (net)

Ever Never

Costcutter

Londis - Silksworth

Londis - Wardley

Spar

PR, - *x
Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282 MPre MPost M Postw2 Post w3 Significantly different to

Further evidence that the programme has changed attitudes can be seen in the reduced
resistance to buying fruit and vegetables from these stores and this is being largely sustained
over time.
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Figure 16 - Products wouldn’t think of buying from this store

Q9b. And what types of products would you not think of buying from this store?

Fresh fruit

Fresh vegetables

Frozen fruit

Frozen vegetables

Canned fruit

Canned vegetables

Any fresh fruit/veg (net)

u Pre

B Post

B Post w2
Post w3

Any type fruit/veg (net)

Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282

4.2.3. Impact on purchase of fresh fruit and vegetables

The proportion of shoppers citing ‘this store’ as their main store for buying fruit and vegetables
is similar to levels seen before the changes.
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Figure 17 - Main store for purchase of fresh fruit and vegetables

Q13b. Where do you buy most of your fruit and vegetables?

Other local supermarkets
62

This store

Other local convenience stores

Market

Order online

u Pre

u Post

u Post w2
Post w3

Don't know

Base: All who buy fruit and vegetables - Pre N=265, Post N=269, Post w2 N=270, Post w3 N=255

However, within this there are remain differences by store. In post wave 3, 57% of Costcutter
customers say it is their main store, whilst only 13% of Londis Silksworth, 12% of Londis Wardley
and 11% of Spar, which is similar to before the changes.

In line with this, the proportion of occasions on which customers bought fresh fruit and
vegetables from this store has fallen back to similar levels seen before the in-store changes.
This would indicate that although increased consideration of the stores for fruit and vegetables
has been maintained, sustained behavioural change has not yet been achieved.
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Figure 18 - Proportion of occasions have bought fruit and vegetables from this store

Q11. And thinking back to the last five times you bought fresh fruit and vegetables roughly how many of these occasions were from this store?

0 of the last 5 times

1 of the last 5 times

Mean Score

Pre - 1.46 times
Post - 1.90 times
Post w2 - 1.18 times

2 of the last 5 times

3 of the last 5 times

Post w3 - times
4 of the last 5 times
5 of the last 5 times

H Pre
. B Post
Don't know  Post w2
Post w3
Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282 * Significantly different to **

Again, mean scores on this question for post wave 3 show that Costcutter customers are behaving
differently to their peers frequenting the other chains:

Store Mean Score Post Wave 3 (Q11)
Costcutter 3.23
Londis Silksworth 1.63
Londis Wardley 1.76
Spar 1.55

Unplanned purchasing has increased following the in-store changes and a proportion of this is
fresh fruit (11%) and vegetables (5%).
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Figure 19 - Unplanned purchases

Q8. Of the things you bought here today, were there any that you had not planned to buy before you came into the store?

% making any unplanned purchases Items bought
(among those making unplanned purchases)

Pre had
Post *
Fresh fruit
Post w2 >
Fresh
vegetables
Post w3 13
* Significantly different to *
Base: All who bought anything in store today - Pre N=285, Post N=284, Post w2 N=288, Post w3=282 All making unplanned purchases - All Post waves N=113

Impact on attitudes towards, and consumption of, fresh fruit and vegetables

The vast majority of shoppers feel it is important to eat a good selection of fruit and vegetables
and, following the changes, the stores seem to be attracting significantly more shoppers who
feel it is very important to eat fruit and vegetables.
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Figure 20 - Importance of fresh fruit and vegetables

Q14b. How important is it to you personally to eat a good selection of fruit and vegetables on a regular basis?

Very important Fairly important Not Not atall DK

particularly imp %
0

Important

Post w2

Post w3

P ) *
Base: All who eat fruit and vegetables at least once a month: Pre N=285, Post N=278, Post w2 N=281, Post w3 N=274 Significantly different to

Significantly more shoppers (57% up to 73%) claim to be eating fruit or vegetables most or every
day by post wave 3. The same is true of the numbers (23% up to 34%) claiming to eat 5 a day.
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Figure 21 - Claimed frequency of eating fruit and vegetables

Q14a. How often do you typically eat fruit/veg either when out and about or at home? Q14c. Realistically, many portions of fruit/veg do you eat in a typical day?

Frequency of eating fruit Number of portions eaten per day
and vegetables (among those eating fruit/veg every/most days)

% Every/ . % 5 or more,
most d?ys 0 57% =« 60% 77% = * per day - 23% == 37% = 40% = * ‘

Less often n - Y ..

16 20
A few times
each wk
25 49 40

27 29
46 3-4
56
Most days
48

25 5
Every day -
y 9 More than 5

Pre Post Post w2 Post w3 Pre Post Post w2 Post w3
* Significantly different to *
Base: All - Pre N=288, Post N=285, Post w2 N=288, Post w3 N=282 All eating fruit/veg most days+ - Pre N=170, Post N=170, Pw2 N=222, Pw3 N=205

4.2.5. The wider Change4Life campaign

In post waves 2 and 3 additional questions were asked around awareness of the Change4Life
campaign outside these stores.

We found that awareness of the wider Change4Life promotion away from the store dropped off
form 50% to 38% between these waves. Amongst those aware of a wider campaign, the most
commonly recalled medium remains tv.
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Figure 22 - The wider Change4Life campaign

Q20a. Have you see or heard any advertising or promotions about Change4Life? Q20b. What Change4Life advertising or promotions have you seen or heard?
(asked Post w2 and Post w3 only)

Whether seen advertising/promotion for Change4Life Type of advertising/promotion
(outside anything in-store) seen
_ %0 et o
Yes
38 Leaflets
Posters
I »
No In stores
53
Newspapers
I 3 School/school
Don't know teaflet
o Outside store
M Post w2 Post w3
Base: All - Post w2 N=288, Post w3 N=282 All who had seen advertising - Post w2 N=144, Post w3 N=107

Around two fifths of those who were aware of the wider campaign claimed to be trying to eat
more fruit and vegetables as a result. This was a significant increase between waves. In
addition, although the majority would buy the same amount of fruit and vegetables from this
store (77%) around 16% thought they would buy a little more.
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Figure 23 - Wider Change4Life campaign impact

Q20c. What have you done as a result of Change4Life advertising/promotions? Q20d. What impact is Change4Life likely to have on the way you buy fresh fruit/veg
in this store? (asked Post w2 and Post w3 only)

Actions taken as a result of Change4Life Impact of Change4Life on fresh
advertising/promotion fruit/veg purchases at this store

Tried to eat more fruit/veg Buy a lot more fruit/veg

1
43 * 7

Filled in 'How are the Kids' qaire I52 A little more E16
Looked at Change4Life website !

About the same

2 77

Tried to cut down on |1 X 1

A little less
sugar/fat/salt 5

. . 1

Tried to take more exercise 7 A lot less
o
Haven't done anything 50 Don't know
"
* e ) *x
Base: All who had seen advertising - Post w2 N=144, Post w3 N=107 B Post w2 Post w3 Significantly different to

Those customers aware of both the in-store and wider campaign are significantly more likely to
think that eating fruit and vegetables is very important. However, there would appear to be
little difference between those customers who have seen either or the in-store or wider
campaign and those who’ve seen neither. This would indicate that the campaign is doing a good
job of reinforcing the importance of a healthly diet amongst those who are already predisposed
to this thinking.
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Figure 24 - Importance of fresh fruit and vegetables

Q14b. How important is it to you personally to eat a good selection of fruit and vegetables on a regular basis?

% Important
Very important Quite important Post w3 Post w2

Either in-store or

X . 85% 90%
wider campaign
Both in-store and

X . 92% 91%
wider campaign
Neither in-store nor

wider campaign 84% 90%

Base: All who eat fruit and vegetables at least once a month: Post w2 N=78/124/86, Post w3 N=104/79/91 Significantly different to

This trend follows on into claimed frequency of consumption of fruit and vegetables, with those
aware of both the in-store and wider campaign significantly more likely to eat fruit/vegetables
every or most days.
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Figure 25 - Claimed frequency of eating fruit and vegetables

Q14a. How often do you typically eat fruit/veg either when out and about or at home? Q14c. Realistically, many portions of fruit/veg do you eat in a typical day?

Frequency of eating fruit
and vegetables

Number of portions eaten per day
(among those eating fruit/veg every/most days)

% Every/most days . . % 5 or more per day
Post w3 : 72% 88% 61% Post w3 : 34% 32% 34%
Post w2 : 73% 79% 80% Post w2 : 36% 43% 36%

Less often NN 10

20

A few times
each wk

52
47 38 3-4
Most days
65
Every day
8 = Morethan5

Either in-store Both in-store  Neither in-

or wider and wider store nor
campaign campaign wider
campaign

Base: All - Post w2 N=78/124/86, Post w3 N=108/79/95

Either in-store Both in-store  Neither in-

or wider and wider store nor
campaign campaign wider
campaign

* Significantly different to **

And those aware of both the in-store and wider campaign seem to be buying fruit and vegetables

significantly more frequently overall.
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Figure 26 - Proportion of occasions have bought fruit and vegetables from this store

Q10a. How often do you typically buy fresh fruit and vegetables, either from this store or elsewhere?
Q11. And thinking back to the last five times you bought fresh fruit and vegetables roughly how many of these occasions were from this store?

Frequency of buying any fresh fruit/veg Proportion of oicasiotr;ls. butying fresh fruit/veg
rom this store

Every day - Every/most days 0 of last 5 times
Pw3 Pw2 *
One 12% 16%
Both 22%  25%
Most days Neither  17% 12% 1 of last 5 times

A few times each wk 2 of last 5 times

About once a wk 3 of last 5 times

3-5 times

Pw3 Pw2
One 28% 18%
Both 29% 27%
Neither  17% 16%

Less often 4 of last 5 times

Never 5 of last 5 times

% Either in-store OR Both in-store AND Neither in-store NOR

*o . *
Base: All - Post w2 N=78/124/86, Post w3 N=108/79/95 Significantly different to = wider C4L campaign wider C4L campaign u wider C4L campaign

Furthermore, those who are aware of both the in-store Change 4Life campaign and the wider
campaign are significantly more likely to have bought fruit and/or vegetables on that occasion;
those aware of neither are less likely to have bought on that occasion or ever.
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Figure 27 - Products bought from this store

Q9a. What types of products do you ever buy from this store? Q6. What, if anything, have you bought in-store today?

Ever On this occasion
Post w2 Post w2

64% 5%
Any fresh
. 66%
fruit/veg (net) ° 19%
52% 8%
73% 9%
Any type of
fruit/veg (net) 73% 21%
62% 10%
B W Either in-store OR - Both in-store AND Neither in-store NOR
Base: All - Post w2 N=78/124/86, Post w3 N=108/79/95 ~ Significantly different to wider C4L campaign wider C4L campaign wider C4L campaign

Those aware of both the in-store and wider campaign are more likely to have children aged
between 0-16 living with them and to be fruit and vegetables buying for them, as well as the rest
of the household.

Prepared for: Department of Health 34




4.2.6.

J

Convenience Stores Change 4Life Research

Figure 28 - Who buying fruit/vegetables for

C5. Who lives in your household with you? Q10b. When you buy fruit and vegetables who are you typically buying them for?

Who live with Who buy fruit for

Post w2 Post w2
16% 16%
7%

Just myself

33% Myself only [y 7%
33%
63%
Partner/parents 68% )
58% 23%
Me and partner 21%
) 29% 26%
Children 0-16 48%
yrs
28%
54%
36% Me and 69%
Other adults 17 29% family/children :
s+
y 23% 41%
Either in-store OR Both in-store AND n Neither in-store NOR
Base: All - Post w2 N=78/124/86, Post w3 N=108/79/95 wider C4L campaign wider C4L campaign wider C4L campaign

Analysis of ‘Convenience Store Main Shoppers’

In this section we look in more detail at any differences between those using these convenience
stores as their main store for buying fruit and vegetables (Convenience Store Main Shoppers or
CSMS) and those who do their main shop elsewhere. These results are based on post waves 2 and
3, with 108 respondents counting this as their main store, and 352 going elsewhere. Figures in
brackets will always refer to those using convenience stores as their main shop first, followed by
those going elsewhere.

Demographic profile

CSMS are more likely to be reliant on benefits, either because they are unemployed or retired,
than the rest of the sample. They also number a higher proportion of retired and lone
householders and are less likely to have regular access to a car.

Shopping behaviour
Amongst CSMS, 67% visited the store every day, compared to 36% of those whose main shop is
elsewhere.

They are more likely to buy fresh fruit and vegetables (31% vs 8%), and spend a little more per
visit (average £6.91 vs £6.53). Although bases become very small, of those people making
unplanned purchases, a quarter of CSMS bought fresh fruit or vegetables, compared to 6% of
those who do their main shop elsewhere.

One third of CSMS are buying purely for themselves (i.e. no other household members) as
opposed to 14% in the other category.
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Promotions

CSMS are more likely to have noticed new promotions (55% vs 42%) and to say that they were
promoting fresh fruit and vegetables (31% vs 11%). 37% of them could name the promotion as
Change4Life without prompting compared to 18% of their counterparts.

Overall opinion of the store

It’s encouraging that the scores below show that CSMS are very positive about their store,
particularly in relation to way it is selling fruit and vegetables. Indeed, they are driving up the
total scores reported for post waves 2 and 3.

CSMS Main shop elsewhere
% Very good or excellent % Very good or excellent

Good selection of fruit and veg 94 55

Display fruit and veg in an 98 64

appealing way

Being a good place to shop for 97 47

fruit and veg

Display fruit and veg in a location 86 65

that makes them hard to miss

Rating as a place to shop for food 95 45

The wider Change4Life Campaign.
There were similar levels of awareness of the wider campaign across each of the two subgroups
(43% and 46% awareness).

A greater proportion (52% vs 30%) of CSMS reported that they had tried to eat more fruit and
vegetables than their counterparts. Similarly they were more likely to claim they would buy a
little or a lot more fruit and vegetables from this store (44% vs 14%).
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Summary and Conclusions

Impact of the in-store C4L programme

The in-store programme has produced sustained levels of increased consideration of the pilot
sites for fruit and vegetable purchasing. Since the changes there has been an increase in scores
on the store:

n being a good place to shop for fruit and vegetables
n displaying fruit and vegetables in an appealing way
n offering a good selection of fruit and veg.

n displaying fruit veg. in a hard to miss location.

This is particularly the case amongst shoppers for whom these stores are their main source of
fruit and vegetables.

More shoppers now say they ‘ever’ buy fruit and vegetables from the pilot stores and many of
the barriers to buying fruit and vegetables from pilot stores have reduced.

There is some variation in impact by store. The programme has produced sustained levels of
increased consideration across three of the pilot sites for fruit and vegetable purchasing; Londis
Silksworth, Londis Wardley and Spar.

These stores demonstrate sustained increased scores on:
n being a good place to shop for fruit and veg.

n displaying fruit and veg. in an appealing way

n offering good selection for fruit and veg.

n displaying fruit & veg in a hard to miss location

However, only in Londis Silksworth has sustained behavioural change been achieved where a
higher proportion of customers ever buy fruit and vegetables than did before the changes.

Overall, the increased levels of purchasing seen immediately after the changes in the other
stores seem to have fallen away to pre-test levels. Thus, although the store managers remain
committed to the improved fruit and vegetable offer, and indeed do feel the produce is selling,
claimed customer behaviour does not necessarily reflect this.

Costcutter in West Cornforth has been less impacted by the changes because customers already
regarded this store highly in respect to fruit and vegetables. So, although customers did notice
improvements immediately after the changes were introduced, overall they do not regard the
store more highly now than they did before the promotion. A higher proportion of customers use
this store as their main store for fruit and vegetables than is the case in the other stores (w3 57%
versus 11-13%); a higher proportion of customers are likely to ever buy fruit and vegetables from
this store than the other stores (w3 93% versus 56-74%); and a higher proportion of customers say
that out of the last 5 occasions they have bought fruit and vegetables, 4 or 5 of their purchases
have been made in this store, than in the other stores (w3 60% versus 11-30%).
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Impact of the C4L campaign

The campaign has achieved considerable awareness amongst these convenience store users, with
66% aware of in-store and/or wider campaign (although this has fallen from 70% in post wave 2).

Awareness of the campaign in-store fell slightly in the last wave; now competing for attention
with price related promotions. Awareness of the campaign is higher amongst those for whom
this is their main store for fruit and vegetables, as is their ability to name the campaign
correctly.

Those aware of both the in-store and the wider campaign are slightly more likely to be eating ‘5-
a-day’, and buying fruit and vegetables slightly more frequently, both in general and from the
pilot stores. They are also more likely to have bought fruit/vegetables on that occasion.

Around two fifths of those aware of the wider campaign are trying to eat more fruit and
vegetables as a result. This rises to just over half of respondents for whom this is their main
store for fruit and vegetables, with this group more likely to claim higher future increases in
fruit and vegetable purchase at this store.

In-store immersions

There is greater evidence of an impact on behaviour at a micro level. On deeper probing it
becomes apparent that there are those buying more ‘top up’ purchases as a result of the
changes. This tended to be amongst people who find it difficult to get to a supermarket, for
example those who might get taken once a month. Upon consideration they acknowledge that
they now eat more fruit and vegetables as a result. In a small number of cases it appears to
have had a more significant impact on behaviour with the store now being used for most of their
shopping.

In these cases the promotion can, when combined with a desire to change, result in a real rise in
fruit and vegetable consumption.
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